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Background 


February 19 Focus Groups (6 respondents) 

O No AWARENESS OF COMMANDER 

o Brand image of non-filters is very low 

- Any brand image likely a remnant of 50's or 60's 
o High brand loyalty 

- Likely due to low (any?) promotional activity in segment 

- Loyalty out of habit 

o Pall Malls are on the mild end of the taste spectrum, while Camels 

ARE AT THE STRONG END 

- Commander closer to Camel 

0 Age and fixed income may combine to create price sensitivity 

- Many "hunted" for cigarette bargains 

o Lifestyle could be termed "sedentary, but satisfactory" 
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Media 


Small potential user group presents some challenges and opportunities 
Potential User Group: Predominantly male, 45+, lower income 

Challenges 

0 Not a highly sought after group, therefore, media vehicles are limited 
o Editorial orientation of many magazines restricts tobacco advertising 

Opportunities 

o Narrow definition of P.U. gives opportunity to tailor our message 
0 Ability to obtain high SOV within segment 
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Magazines 


0 List of magazines provides small but affordable mix 


MAGAZINE 

RATE 

BASE 

(M) 

P 

4/COLOR 

American Legion 

2,850 

29,618 

Consumer Digest 

775 

24,725 

Workbench 

800 

16,496 

Elks 

1,472 

10,350 

Trailer Life 

304 

12,282 

Motor Home 

156 

7,492 

V.F.W. 

1,980 

20,550 


8,337 

108,345 
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MALES 

MEDIAN 

AGE 

MALE 

(%) 

FEMALE 

(%) 

SMOKER 

INDEX 

58.6 

57.7 

42.3 

NA 

42.4 

53.8 

46.2 

75 

43.2 

67.3 

32.7 

92 

NA 

NA 

NA 

NA 

60.3 

55.0 

45.0 

NA 

60.7 

55.0 

45.0 

NA 

62.5 

99.0 

1,0 

NA 
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Direct 


0 Over 200,000+ names available on PM database 
- Large enough to begin Direct Mail program 

0 Should begin to solicit names wherever/uhenever possible to supplement 
list 


. Catalogues 

. Time/Life Book order telephone coop 
. Larry Tucker coop mailing - 50+ target 
. Horse racing forms 

. AFL-CIO AFFINITY credit CARD MAILING INSERTS 

. Senior citizen travel club lists 
. Senior citizen lists in general 
. "Male Vitamins" mailing list 
. Elks Club/American Legion/ VFW lodge take-ones 
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Direct Marketing 


Objectives 

0 Build the non-filter database from present count of 200,000 
0 Create quality trial opportunities for high probability consumers 
0 Prepare for continuity portion if competition rebuts 

Strategy 

o Use all available vehicles to generate names 

- Magazines 

- POS 

- Select locations 

o Use direct mail to deliver store(s) specific coupon along with 

MESSAGE THAT REINFORCES OUR POSITIONING 

- Coupon has pre-printed store name 

Issues: Use of coupon or live product? 

If use coupon, can PM sales get us account names and 
addresses? 
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o Continuity phase can have "flexible impact" 

o One of three responses can be activated depending upon competitive 

RESPONSE 

- Continuity message - Mailing which reinforces our image while 

GIVING THE consumer MORE INFORMATION ON WHERE HE/SHE CAN BUY 
PRODUCT IN AREA 

- Continuity message + Coupon - Same as above, plus a high value 
COUPON 

- Continuity message + Coupon + Brochure - Same as above, plus a 

BROCHURE OF PREMIUMS. PREMIUMS AVAILABLE TO THEM WITH REDEMPTION 
OF UPCs. 
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Next Steps 


o A&K ON POS AND Management Material to PM u/o 3/11 

o Agree on Direct Objectives and Strategies Today 

0 Conduct additional focus groups ASAP 
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